The purpose of this article is to examine tourist behaviour of participants of the European Junior Swimming Championships in Poznan and to examine the opinions of participants regarding this sporting event on its infl uence on the image of the city. Through the use of simple random sampling, a number of 210 swimmers participated in the study during the European Junior Swimming Championships held in 2013 in Poznan, Poland. Methods of the study included a diagnostic survey, a standardized interview technique and an interview questionnaire. All questions were closed-ended in nature and were analysed using the Likert-scale. Results show that more than 60% of respondents claimed that the European Junior Swimming Championships has positive impact on the image of the city of Poznan. More than 70% of them rated the impact of the event on the city to be 10.0 (on the Likert-scale). More than 70% of athletes participated in tourist activities such as sightseeing (70.7%). The average rating of satisfaction of the event was rated at 8.8 (Likert-scale) and 82.8% of athletes claimed they would return to Poznan in the future. The survey results additionally indicated gaps regarding the city's cultural off ers for tourists during the sporting event. A sample of 210 swimmers completed the questionnaire. The sample was selected in such a way as to ensure proper representation of the obtained results. Simple random sampling, which is a draw without return, was used. Information on the expected number of participants was used to determine the sample size. Calculations were used for the sample size, for the fi nite population. It was assumed that the maximum error of estimation (e) at a 95% confidence level did not exceed 4%. Results of this empirical case study provide a source of information for event organisers, and those responsible for the development of sport and tourism on the scale of impact of international sporting events. While most research participants in the current literature were sports fans, this study addressed the topic from the perspective of active participants of the event (e.g. athletes). The paper presents the results of empirical research, case study -European Junior Swimming Championships.
Introduction
The purpose of this article is to examine the tourist behaviour of the participants of the European Junior Swimming Championships held in 2013, in Poznan (Poland), and to examine the opinions of participants regarding this sporting event on its influence on the image of the city in which the competition took place. Research concerning the impact of sporting events on the development of tourism in the city and improvement of image is currently very popular [e.g. Kim et al. 2014 ], but usually these types of diagnostic surveys are conducted among sports fans (for example, during the European Football Championships), thus in the study, we decided to check the tourist behaviour and opinions on the image of the city among the active participants of the event -i.e. swimmers. The authors of this article consider the image as a way of perceiving the city in the opinion of athletes.
Theoretical background -the impact of sporting events on the development of tourism and the improvement of the image of cities and regions
In today's world, sport is increasingly important in the socio-cultural dimension, including tourism, and sport tourism should be seen as an autonomous phenomenon of our times, reflecting current trends, needs and lifestyles. At present, there are strong links between sport and tourism. Sporting events stimulate dynamic growth of the tourism sector and influence not only local communities and whole societies, but also individuals. Sport tourism is becoming an important part of people's lives, where sport plays a significant role in life. Never before was sport tourism so popular, and sports and tourist activities have become a mega-trend in the modern world.
The World Travel Market Report published at the London Sports Tourism Conference in 2011 clearly highlighted that big sporting events sometimes attract more tourists than beautiful beaches, sights or unusual landscapes, and as many as 80% of the cities and regions hosting the largest sporting events in the world have noticed that not only athletes but also fans become more and more typical tourists [Report World Travel Market 2011] . That is why sport tourism (especially sport event tourism) today is one of the fastest growing branches of the tourism industry. It is estimated that 15-30% of the world tourism economy today is related to sport, and furthermore, that tourism development forecasts in the coming years also predict its further increase [Vehmas 2010, pp. 121-127] .
The twenty-first century began with the third generation of city marketing with an environment characterized by rapid political, technological and economic change [Wilson 2006, pp. 57-60] . Cities become responsible for their economic development by marketing a sporting event [Dos Santos 2014, p. 17] . The popularity of sporting events among fans and athletes has led them to play a leading role in the promotion of cities, countries and tourist regions.
A growing number of post-industrial European cities (e.g. Birmingham, Manchester or Sheffield) are utilizing sport initiatives to present an attractive image to potential tourists [Smith 2005 ]. Research on the image of places (and place marketing) has been carried out since the 1970s by representatives of various disciplines. However, the problem of the formation of a city or regional image still remains, above all, in the interest of economists and sociologists. Cities and regions all over the world today have to cope with the effects of developing globalization trends. The contemporary world confronts cities with the challenges of economic, cultural and social change [Robinson 2002, pp. 538-545] . One such challenge is the competition between places that appear on different levels and fields of activity. This rivalry refers to resources, investment, the number of tourists, new residents, or the right to organize important cultural and sporting events. Contemporary cities and regions compete for the desired opinions and social feelings, for example, the right image. A recognizable positive image is increasingly the main value of a place, which determines its competitive advantage on the market territory. Promoting cities is about creating a positive image -showing the location, economic, sporting and cultural values of a place [Avraham 2004, pp. 471-474] .
The first foreign language definition of "image" appeared in 1974. Its author -A.R. Oxenfeldt characterized it as follows: "an image is a set of ideas that arises from the evaluation of attributes that may contain cognitive and affective elements" [Oxenfeldt 1974] 1 . Positive reception of a city in the inner and outer environment determines the popularity of a place as a destination for travel, residence, education or investment. International events taking place in a particular place help to promote it, discover it first for the spectator of an event, and further, for potential tourists and investors -those who during the stay or through the broadcasts can get to know them better. Events can contribute to the creation or total change of the image of a place, a country or an entire nation. Improving the image with the participation of events takes place through: promoting the city in the media with emphasis on good organization and a friendly atmosphere; friendly hospitality for the participants in the form of prepared hotels, catering, transportation, security; providing various additional attractions for participants, such as cultural events; a guaranteed high level of the event. Sporting events, potentially providing economic, political, tourist, social and cultural benefits, have a special place in the marketing of cities. For this reason, cities and regions strongly compete for the organization of important sporting events. Cities then gain media publicity and promote the place. In addition, attractive events and positive experiences are building "destination loyalty". Some of them become excellent ambassadors of the host city [Baker, Crompton 2000; Oom do Valle 2006] . Experience has shown that increasing the recognition and prestige of the host country in the world is the greatest added value to the organization of a big sporting event. Many researchers are interested in the impact of sporting events on city image -e.g. Liu & Gratton investigated the impact of the Shanghai Grand Prix on the image of a host city [Liu, Gratton 2010] .
Barcelona used the 1992 Olympic Games to promote the region of Catalonia. Due to the organization of the Olympic Games in Barcelona, the positive impact of this event on the development of tourism in the city and its image has been noted. Thanks to good organization and great promotion, the capital of Catalonia has become recognizable all over the world. And although the Spaniards ended with a deficit, in the long run, the city gained. This phenomenon was so expressive that it was called the "Barcelona effect". Also, Turin was promoted through the Games as a tourist destination. The event enabled presentation of the rich history and culture of the region. One year after the Games ended, the number of tourists increased by 150,000. Turin was then in fourth place among the most visited Italian cities, just behind Rome, Florence and Venice. As a result of the London 2012 Games, the United Kingdom sought to improve its image as a creative, nice place to live, visit and engage in business. To this end, once the Games were over, a hundred more sporting events were Impact of European Junior Swimming Championships in Poznan...
STUDIES IN SPORT HUMANITIES 67
organized there to sustain the media's interest in this region [Chalip 2002 ]. However, there are Olympic centres that have failed to preserve the position of the tourist city. Moreover, $50 billion has been spent on reshaping Sochi for the Winter Olympics, in the process bringing a traffic gridlock, a decline in environmental destruction and tourism [Müller 2014, p. 630] . Eight months after the closing ceremony, many commercial premises were abandoned. Others went bankrupt or found themselves on the verge of bankruptcy. Less than a year after the end of the Games, the newly built block, located on the outskirts of Russia, resembled a ghost town. Nobody uses the infrastructure built in the suburbs of Sochi. Some of the buildings have not even been finished, others have become animal shelters. It is said that the only salvation for Sochi is to open casinos and create a second Las Vegas. But despite all the imperfections, the Olympics have become a catalyst for winning other significant cultural and sporting events for Sochi, including the seven-year series of the Formula 1 Grand Prix and the 2018 World Cup Championships [Igel 2017] . When the attention of the whole world is turned to a sporting event, then the awareness of the place in which it takes place increases.
Contemporary sporting events are an important part of the tourist product of cities. For many tourists, participation is the main motive for visiting a particular place. Others treat them as additional attractions, enriching the tourism offer of the agglomeration. Thanks to them, the cities stand out from the competition by developing their competitive advantage and their authorities create an image of an interesting place to visit. M. Taks indicates that generally two types of tourism should be distinguished: flow-on (i.e. at the time of the events; tourism activities beyond the event but around the time of the event) and future tourism [Taks 2009 , Taks 2017 . The claim that sporting events bring financial benefits is almost a truism today [Whitson, Macintosh 1996, pp. 278-295] . Sports events have direct and indirect impact on the development of tourism [Weed 2009, p. 622; Tomlinson, Young 2006; Chalip 2002, p. 195; Carvalhedo 2002, p. 220] . Sporting events develop tourism, tourists leave large sums of money during their stay, they also indirectly inhibit the development of unemployment, and through numerous advertisements, they can improve the image of the tourist destination [Weed 2008, p. 1; Chalip, Green 2003, p. 214; Kaplanidou, Vogt 2007, p. 201] .
Contemporary cities and regions raise their statuses and improve their images not only through mega sport events. Such a function is also performed by hosting events strictly connected with the sport cultural heritage of a given region. Despite most events being closely related to a certain city or a place -e.g. the Rolland-Garros tennis hall in Paris -and constituting a part of this place's heritage, academic literature rarely joins the concepts of sport events and heritage. A sport event related to cultural heritage may be defined as an event, usually of a single sport discipline, which takes place at a given location that has been hosted for many years since the location's origin. J.L. Chappelet calls this type of event a 'Heritage Sport Event' (HSE) [Chappelet 2015] .
Examples of HSEs are: Palio di Siena (famous horse races in Siena, Italy), Australian Open (Melbourne), Japanese Hatsu Basho (sumo, Tokio), Internationaux de France Roland-Garros (Paris), Sydney-Hobart Yacht Race (Sydney-Hobart), Swiss Open (tennis, Switzerland), Mostar Bridge Diving Competition (in the city of Mostar), Tour de Pologne (awarded by the Polish Touristic Organization) or Turkish Kirkpinar (male wrestling in oil in the town of Edirne). It could be added that the aforementioned locations do not need to apply to the authorities to host the events, which means they do not compete with other regions as do the Olympics' candidate hosts.
Material and methods
Data was collected during the European Junior Swimming Championships held in July 2013 in Poznan, Poland. A sample of 210 swimmers completed the questionnaire during two last days of the 7-day competition. The sample was selected in such a way as to ensure proper representation of the obtained results. Simple random sampling, which is a draw without return, was used. Information on the expected number of participants was used to determine the sample size. Calculations were used for the sample size, for the finite population. It was assumed that the maximum error of estimation (e) at a 95% confidence level did not exceed 4%.
The study was conducted via diagnostic survey, a standardized interview technique and an interview questionnaire. The questions were closed-ended. Some of the questions used the Likert scale. The selection of respondents was random. The empirical study took place during the swimming competition.
The socio-demographic profi le of participants of the European Junior Swimming Championships in Polandthe characteristics of the sample test 65.7% of the respondents were men and 34.3% -women. 77.6% of the respondents were younger than 18 and 22.4% -were older. 57.1% of the respondents had completed primary education and 42.9% -secondary. 15.2% of respondents were from Poland, and 84.8% were foreign athletes (foreign sport tourists).
From Germany to Poland came 7.1% of the respondents, from Italy -6.7%, from Spain -5.7%, from Serbia -5.2%, from Sweden -5.2%, from Czech Republic -5.2%, from Ukraine -4.8%, from Romania -4.3%, from Belarus -3.3%, from France -3.3%, from Esto-nia -2.9%, from Russia -2.9%, from Austria -2.9%, from Turkey -2.9%, from Netherlands -2.9%, from Belgium -2.4%, from Finland -2.4%, from Norway -2.4%, from Croatia -1.9%, from Hungary -1.9%, from Switzerland -1.9%, from Denmark -1.4%, from Luxembourg -1.4%, from Bulgaria -1%, from Andorra -0.5%, from Portugal -0.5%, from Lithuania -0.5%, from Latvia -0.5% and from Slovakia -also 0.5%. 15.7% of the respondents were Polish.
42.9% of respondents had a long distance to the host city -more than 1,000 km, 38.6% -501-1,000 km, 11.9% -301-500 km and 6.7% -101-300 km. 38.1% of the respondents lived in cities more numerous than 500,000 inhabitants, 25.2% -city of 100,000-500,000 inhabitants, 16.2% -city 10,000-100,000, 9.5% -less than 10,000 and 11% -lived in villages.
Findings and conclusions
26.2% of athletes came to Poznan with one fan, 16.2% -2-4 fans, 3.3% -5-10 fans and 3.3% -more than 10 fans. This is quite a good result from a touristic and an economical point of view because fans also behave like regular tourists in the city. Tab. 1. "How many have you participated in the swimming competition held in Poznan?"
Source: own elaboration Almost 75% of swimmers had the opportunity to participate in competition held in Poznan for the first time. Almost 15% of athletes had this opportunity for the second time and more than 10% had this opportunity for the third time or more. More than half of the athletes (59.5%) spent 5 days or more in Poznan. This is also important from a touristic and an economical point of view. Hotel (****/*****) 13.8 Guesthouse 17.6
Other place 10.5
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More than half of the athletes (58.1%) stayed at a hotel */**/***; 17.6% -in a guesthouse,13.8% -at a hotel ****/*****, and 10,5% -at other places (such as camp site).
One quarter of respondents considered banquets as such attraction, but it was prepared mainly for coaches. The athletes during the competition must, of course, focus primarily on the start, but additional elements of the programme would certainly allow the competitors to stay in Poznan, and above all, they could "keep" the players and trainers in the city longer (similarly to the cultural programmes at scientific conferences). If they Tab. 7. "Did you do any tourist activities (sightseeing, visiting a restaurant, shopping, visiting a recreational centre, visiting a cultural institution or participating in a cultural event) during your stay in Poznan?" Source: own elaboration More than 70% of athletes acted like a "normal" tourists during the sporting event.
-If "no" -why? -"I did not have time because I had to concentrate on the competition" (18 persons), "I prefer to watch competitions and my friends and rivals" (1 person), "I was too tired" (1 person);
-If "yes" -what type of the tourist activity was it? (150 persons answered): More than 70% of respondents chose city sightseeing (70.7%), more than 50% -shopping (52.7%), 16% went to a restaurant, 15.3% went to a sporting and recreational venue (like a golf course), 1.3% chose to visit a museum, nobody chose cultural events. 1.3% chose a different type of tourist activity in the city. This research shows that the European Junior Swimming Championships in Poznan were the stimulator for developing not only sport tourism but also another types of tourism (like cultural tourism -sightseeing, visiting museums, etc.). 64% of athletes claimed that this sporting event has positive impact on the image of the city of Poznan. 12.5% of respondents did not observe such connections and only 2.5% claimed that the impact is negative. 21% claimed that they do not have an opinion.
Most athletes, however, decided that the organization of the event in Poznan means benefits for the cityimproving its image.
More than 70% of the respondents claimed that the impact of the analysed sporting event on city image is at a level of 10.0 points. were able to "keep" the participants for a longer period of time, they could arrange, for example, guided city tours or guided group tours for them around the Great Poland region. The swimmers rated the attractiveness of the city of Poznan for people interested in sport on an average, at 7.9 points on a 10-degree scale of attractiveness.
held in Poznan -the average rating on Likert scale -8.8 points, and they claimed (82.8%) that they would like to come back to Poznan for sports or tourist motivations in the future.
The survey also provides information on the use of the city's tourist base by the swimmers. It additionally indicates some niches to be developed -as well as the possibility of extending the cultural offer of this sporting event and increasing the tourist offer for its participants. The athletes during the competition must, of course, focus primarily on the start, but additional elements of the programme would certainly allow the then to stay in Poznan, and above all, they could "keep" the swimmers and trainers in the city longer (similarly to the cultural programmes at scientific conferences). If they were able to "keep" the participants for a longer time, they could arrange, for example, guided city tours or guided group tours for them around the Great region of Poland.
The swimmers rated satisfaction from participation in the event in Poznan at an average of 8.8 points on a 10-degree scale of satisfaction. More than 80% of respondents would like to come back to Poznan for sports or tourist motivations in the future.
Tab

Discussion
More than 60% of the respondents claimed that European Junior Swimming Championships has positive impact on image of the city of Poznan. And more than 70% of them claimed that the impact of analysed sporting event on city image is at the level of 10.0 points (on the Likert scale). More than 70% of the swimmers took part in tourist activity during their stay in Poznan. This was usually city sightseeing (70.7%). Swimmers were satisfied with participation in the event
